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used a creative approach that involved working with Groupon and participating wineries to add value to 
the core tour product. By creating a special package, E!FL was able to cover costs, add value for all 
parties, and offer a different product that was not directly comparable to its core menu of tours. 
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mouth	 to	 attract	 guests.	Now,	 they	were	wondering	whether	 they	 should	 adopt	 a	more	 aggressive	


















































































Short biographies of E!FL executives
The principal officers and managers are Alan D. Falk and Laura 
Winter Falk. Alan Falk, CEO, has been living in the Finger Lakes 
region for more than 20 years. Before starting the company, Alan 
worked in the software industry in multiple capacities including 
operations management and project management. Laura Winter 
Falk, president, has also been living in the Finger Lakes for over 20 
years. Laura’s past roles and experiences included working as 
department director for a mid-sized software company, managing a 
number of start-up products and businesses, and serving as 
president of the Board of Directors for a non-profit local school. 
Laura also holds a Ph.D. in nutrition and works as part-time 
contract researcher at Cornell University.
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Summary of Experience! The Finger Lakes touring services
Standard Tours
along Cayuga Lake:
Wine, Cheese, and a Side of “Moo”: A Farm to Barrel Experience 2 cheese farms and 3 wineries with cheese samples and wine 
tasting
Cayuga Wine Trail West “Taste & Learn” 4 west-side wineries; Food-wine pairings; Taughannock Falls; 
vineyard & winery tour
Chef’s Selection: Culinary Wine Tour on Cayuga (seasonal) 4 wineries paired with regional cuisine 
Tasting Through Time: History of Drinking in the Finger Lakes Cayuga Wine Trail with an historical twist;1 cidery and 3 wineries; 
Food-wine pairings.
Cayuga Lake Eastside Sampler 2 East-side wineries; Food-wine pairings; Salmon Creek Falls; Food-
wine pairings; MacKenzie-Childs farmhouse tour and shopping
“Made in Ithaca” Tasting Tour 1 eatery, 1 creamery, 1 brewery, and 1 winery; Food and drinks 
sampling.
along Seneca Lake
The “SWaB” Tour: Spirits, Wine and Beer along Seneca Lake 1 distillery, 2 wineries, and 1 brewery; Drink-food pairings.
Vinifera Varieties: Wines of the Seneca Lake Banana Belt 4 wineries; Food-wine pairings; barrel tasting
recreational Tours (seasonal)
Cayuga Lake Boat Cruise & Taughannock Falls Trek; Ithaca Is Gorges and Waterfalls Tour; Natural History Hike through Enfield Gorge
Miscellaneous tours 
Ithaca Living History Tour; Between the Lakes Sustainability Tour; “Historic Auburn” Tour
Custom Tours
Examples:
The Ultimate Bachelorette Weekend; Barrel & Wine Tasting Rehearsal Dinner; Post-Wedding Ceremony Wine Tasting and Celebration 
Dinner; 3-Brothers Scavenger Hunt Birthday Adventure Tour; Wine tasting and Private Dinner Birthday Celebration at the NY State Wine 
and Culinary Center 
packages
Examples:
The ultimate bachelorette package (hotel, wine tour, gift card for restaurant, bar and spa, Hangar Theater show)
Living the suite life for six package (hotel, winery tours, gift card for restaurant and ice cream)
Girls’ getaway for four package (hotel, winery tour, gift card for restaurant, spa, and ice cream).
Wine and theater package for two (Hangar Theater show and winery tour).
reception Services & Conference Excursions
For charter groups and motor coach tours: full planning and itinerary development, step-on guide services to the wineries, gorges and 
other points of interest in the Finger Lakes.
For conferences and meetings held near Ithaca: full destination management services.
itineraries






















































Sculpted by glaciers, the Finger Lakes region features 
gravel soils and steep-sided hills that create 
numerous microclimates ideal for cool-weather 
grape varietals. In addition to the wine trails on the 
two largest lakes, Seneca and Cayuga, wine trails 
are also established on two smaller lakes, Keuka and 
Canandaigua.
Exhibit 4





















































People were looking but we were not delivering, so 
after I attended a seminar offered on packaging 
though FLTA, we took the lead to create our own 
packages. In order to make them profitable, we ini-
tially set them up for groups of minimum 6 people 
















2007 2008 2009 2010
number of guests 179 336 664 1,003
Group average size 7 7.6 8.3 9.5
number of tours 26 44 69 91
number of vans 1 1 1 2*
price per person 
for standard tours
$65 $75 $85 $90
Exhibit 5
E!FL’s key growth statistics from winery tours (2007–2010)
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Shows,”	The Wall Street Journal,	February	26,	2011.
11	Amir	Efrati	and	Geoffrey	A.	Fowler,	“Google	Plots	Move	From	Search	
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“Win new guests and awareness […], reach millions 
of people in one day with a direct offer […], no 
comparison shopping, no website cruising […], be 
on the leading edge of the e-marketing revolution 
and enjoy the buzz and exposure that comes with 
it, […] spend marketing dollars on real customers 
27	Saporito,	op.cit.
28	Evelyn	M.	Rusli,	“With	Eye	on	Public	Offering,	Coupons.com	Attracts	



















































































































































































rather than on other efforts that are hard to 
measure, and may or may not work.32
Working	With	Groupon




Groupon guaranteed walk-in customers from 
the Syracuse area, and we knew from our 
evaluation surveys that if we could get people 
in the door, they would probably come back 
and tour with us, especially if they came from 
close by. Also, their demographics made a 
good match for us; the majority of the 55,000 
registered Groupon users in the Syracuse 
market were primarily young, educated, 
















































































According to [the rep], we had to propose at least a 
50-percent discount [that is, a tour at $45 per per-
son] to make the coupon attractive. I pointed out 
that since Groupon would take half, I would in fact 
sell my tour at a 75-percent discount, which would 
result in our losing money with each sale. 
Next,	the	rep	offered	advice	on	how	E!FL	could	mitigate	
costs,	while	preserving	the	attractiveness	of	the	ad:
His recommendation was to keep the 50-percent 
discount but to raise the value of the tour to $110 
[a $55 coupon], for example by adding a free 
$20 bottle of wine or some $20 worth of coupons 
on wine purchases. This meant that the wineries 
would have to agree to share with E!FL the cost of 
the Groupon ad campaign, and it was likely that 













Increased value was a good idea, but it was clear 
that we also needed to decrease our costs, such as 
the wine tasting fees, which represented the largest 
chunk of our costs. If they could be waived, we 
would cover our cost for each Groupon guest with 
the minimum of six guests per tour. But I needed a 
fast answer from the wineries so the Groupon ad 





































































































Estimated revenue and cost from the sale of Groupon coupons
Groupon coupon price $55.00
Groupon’s revenue on each coupon sold  - $27.50
Credit card transaction fee paid by E!FL (2.5% ) for each coupon            - $ 1.38
 
E!FL Total revenue for each Groupon coupon sold $26.12
 




























































Nber of return/new 
guests
Number of coupons sold
E!FL revenue  from coupons 
Groupon's revenue from  coupons 
E!FL foregone revenue from coupons
Number of return/new guests at full fare  to cover forgone revenue
n
um
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